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Abstract
The paper presents a study on human resources in small and medium-sized enterprises in
Maramures county, in the field of marketing. The study was made on a sample of 205
SMEs from Maramures. With this study it is wanted to get an answer to the question “Are
the small and medium sized enterprises in Maramures county using  qualified persons in
marketing? The research method used was the market investigation, made with the specific
tool - questionnaire. After processing and analysis the results are: only  40,49% of the 205
small  and  medium  sized  analised  enterprises  have a qualified  staff  in  marketing. This
explains the weak results in sales field and the problems in  reaching their objectives. The
conclusion is the necessity and the importance of working with qualified staff in marketing,
not only in big companies, but also in small and medium-sized enterprises. The small and
medium enterprises must work with qualified persons in marketing, who know how can
find new markets, promote efficient products and  analyse the profit of each product.
Keywords: marketing department, organization of marketing activities, human resource in
the field of marketing, marketing objectives, marketing program.
Introduction
The human resource in an enterprise is a resource for all activities, that
depend on other factors involved in the processes performed in a company. The
success  of  an  organization  depends  very  much  on  its  ability  to have  the  best
employees in the area in which it operates. For marketing activity, in a company is
very important the team marketing, who must know the values, potential, and to be
able to carry out the tasks it has and must know what are the objectives of the
company. The importance of marketing is essential for the survival of firms, given
the fact that they operate in a competitive environment. Thus, the foundation shares
the company should start the following assumptions: the company is pointing to
customers and the market constantly, and all activity and all personnel must be
focused in the direction of meeting customer demands. Within the entity strategies,
tactics and practical tools through which to is  realized global marketing policy
must be coordinated so as to represent a whole. The team of specialists working in
the  firm's  marketing  department  will  be  coordinated  by  a  person  who  will  be
responsible  actions  performed.  Also,  a  special  importance  should  be  given  to
clients knowing entity, the needs, requirements and their preferences to answer to
their requests (F. Sabou, 2007). Considering the fact that the company operates in a
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must know it and quantify it very closely. In organizing marketing activities the
company  will  have  to  start  from  this  requirement. The  analysis  of  external
environment  is  an  important  activity  and when the  company is  organizing  the
marketing activities, must know the following aspects:
- detailed knowledge of the markets where the company operates, in terms of their
components: supply, demand, prices, intermediaries, information ;
- addressing all problems in terms of marketing orientation.
Marketing acvtivity
In  generally  one  can  speak  of  four  general models  of  organization  of
marketing activities: functional organization type, geographical organization, the
organization  focused  on  product  and  market-oriented  organization  (V.  Danciu,
1998).
Fig. 1. Organization of marketing activity
Source: self processing
Functional type organization requires that marketers respond to different
specific activities of marketing research. The advantage of such a system lies in its
simplicity of administration and the disadvantage is that large firms in concrete
definition of research activities is quite difficult.
Geographical  organization  of  marketing  activities  means  that  marketing
activities  take  place  geographically. This  system  creates  opportunities  for  sales
force.
The organization focused on product marketing activities are grouped into
separate products, similar product lines. In a large company, product manager can
operate to managers of different product groups, they, in turn, coordinates the work
of managers on individual products.
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Oriented organization is market specific product companies profiled on a
primary basis or which is sold on several markets, each market type requiring a
different approach.
Specialists in their marketing department numerous tasks, such as stringent
as  those  in  the  fields  of  activity,  namely  research,  product,  price,  distribution,
marketing services, marketing information system.
During the research activity, the main tasks of the involved specialists are:
• National environmental research, that firm's external;
• Research of consumer needs, including specific behaviors of various categories of
consumers;
• Market research.
Work on products aimed at both phase/stage of product research, as well as
that  of  product  development/product  company.  Thus,  the  research  phase  is
completed  technical  and  technological  forecasts,  analysis  of  their  products  and
competing products, research on the life cycle of the product/products. Phase/stage
of  development  are  concerned  the  following  issues:  selection  of  ideas  for  new
products, upgrade and diversify trademarks, protection of new products, product
development strategies to be followed, defining the product mix. The product can
be approached and studied in comparison with competing products, the company
will always have to know: what similar products have come into the market, which
brought  news  of  manufacturing  technology  that  are  cost  competitors,  such  as
promoting market competing products etc.
Price policy is subject to section marketing activity carried out because
need to approach the following issues:
• define the pricing policy of the company;
• analyzing the evolution of prices on various markets;
• analysis of cost;
• studying the evolution of consumer purchasing power;
• make comparisons with competitors;
The  marketing  department  should  pay  attention to  the  distribution
activities. Thus, in this area, priority issues are:
• identify the  distribution strategies;
• analysis of distribution costs;
• evaluate the distribution channels;
• review the work of the competition in terms of distribution.
All marketing activities that may take place at the firm are included in
appropriate programs in order to achieve the objectives of economic efficiency.
From this perspective, any marketing program is a tool for realizing the company's
marketing policy, in turn part of strategic management.
Marketing programs are tools for the companies strategic marketing plans.
Also, marketing plans are components of the marketing strategies of the company.
In a marketing strategy can be issued two or more levels: on specific objectives or
on functions of the company. Each marketing plan, in turn, can be implemented
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plan. Diversity marketing program of a company is required by market dynamics.
Thus, depending on the central objective of the marketing program, we can have:
corporate  marketing  programs  in  marketing  structures  that  are  designed  to  be
integrated into overall business and operational marketing programs, including a
set  of  logical  actions  to  be  undertaken  in  order  to  achieve  specific  business
objectives.
Depending  on  the  nature  of  the  objectives  contained  in  the  marketing
program, we have: global marketing programs/integrated marketing, which include
almost  all  variables  and  partial  marketing  programs,  which  include  a  limited
number of variables.
Depending on the horizon necessary marketing program objectives, are:
short-term marketing programs (over a period of less than one year), medium-term
marketing  programs  (the  period  may  be  between  1  and  4-5  years)  long  term
Marketing programs (periods of time in excess of 4-5 year horizon).
The literature speaks about the advantages of creating a "bank" programs,
which include various models of marketing programs. Marketing departments of
many companies increasingly appreciate these models as an auxiliary tool who can
be used in business knowledge and adapting to the market demands.
Developing marketing program requires a logical sequence of steps, among
which the most important are:
• research complex, realistic market needs;
• choice of target marketing program based on company resources and its strategic
objectives;
• the Action Plan;
• marketing program budgeting;
• marketing program implementation.
SWOT analyse of marketing human resources
SWOT analysis is  a  strategic  planning  approach  with  wide  use  in
marketing, it is an effective tool for evaluating human resources. SWOT analysis
provides  an  overview  of  employee  profile  being  achieved  in  two  dimensions:
internal factors - strengths and weaknesses, and external factors - opportunities and
threats. Internal factors are the characteristics of employees, over which may occur
and can be modeled and external factors are external environmental interventions
that are not subject to this action, but may be conscious, be avoided, prevented. For
analysis is to provide a real view of human resources of its internal features, with
strengths  and  weaknesses, and  tendencies  of  its  external  environment.  SWOT
offers  professional  reality  whether  strategic  orientation  in  which  the  individual
works.
Whether  it  belongs  to  the  class  of  methods  used  in  human  resources
management, whether it will be used outside the professional environment as a
planning  career  way,  SWOT  analysis  allows  professional  awareness  of  current
reality, establish future directions for action, increasing the possibility of achieving
professional objectives. Making  analysis  involves  strengths,  weaknesses,
opportunities and threats relating to human resource.Studia Universitatis “Vasile Goldiş” Arad                    Seria Ştiinţe Economice  Anul 21/2011 Partea I
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Figure 1. SWOT analyse of marketing human resources
Source: self processing
In this category:
Strengths  (S-strenghts)  we  find  professional  skills:  basic  training,
knowledge,  experience, qualified,  the  recommendations.  This  section  includes
skills,  personal  skills,  a specific  activity for  any  area -  initiative,  creativity,
intelligence, team spirit, communication.
Weaknesses (W-weaknesses)  are professional deficiencies - aspects that
need improvement. Here we find the missing of a diploma, a preparation, a current
knowledge, a  conversation  skills  in  foreign  languages,  practice  and  work
experience  of  professional and  personal  objectives,  self-knowledge,  career
orientation, etc.
Opportunities (O-oportunities) are practical ways to maximize potential,
improve the weaknesses and the discovery of new personality traits, which offers
outdoors person: access to information, the upward trajectory of business, access to
programs improvement, new professional contacts, business innovations.
 Threats (T-Threats) are the external trends that may create difficulties in achieving
professional objectives.  These  consist  of  competition,  low  market  demand  of
certain powers, reduced opportunities in the field, unable to climb the hierarchy,
market supersaturated with specialists in a particular area. Strengths, weaknesses,
opportunities and threats marketing department employees must be accompanied of
human resources specialists, colleagues, superiors valued person. This method can
be used itself, it serves mainly to achieve career plan, and it works whwn  the
diagnosis should be supported and typical forms of human resource assessment
(F.Sabou, 2004).
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Conclusions
In  2009-2010  we  conducted  a  study  on marketing human  resources  in
small  and  medium-sized in Maramures  county.  The  study  was  conducted  on  a
sample of 205 SMEs in Maramures (F.Sabou, 2009). With this study we answer to
the question “Are the small and medium enterprises in Maramures using  qualified
persons in marketing ?
The  research  method  used  was market  investigation,  made with  the
specific tool - questionnaire.
The answer at the question “Do you have qualified persons in marketing
department ?” was YES from 40,49% small and medium-sized enterprises and NO
from 59,51%.
Yes
No
Figure 1. Qualified persons in markeing department
Source: self processing
After processing and analysis the results are: from 205 small and medium
enterprises surveyed in Maramures, only 40,49% enterprises have qualified staff in
marketing. From the study results that SMBs do not have sufficient staff in the
marketing field, which explains the weak results in sales field and the problems to
realised  their objectives.
The  conclusion  is  the  necessity  and  the importance  of  working  with
qualified staff in marketing, not only in big companies, also in small and medium
enterprises. The small and medium enterprises, must work with qualified persons
in marketing, who knows how can find new markets, promote efficient products
and analyse the profit of each product.
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